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Abstract: Our interdisciplinary research examines consumer perceptions and behavioral tendencies 
generated by these perceptions. The study is placed in the context of online networking and 
it uses marketing, branding and psychology literature, especially the theory of warmth and 
competence  from  social  cognition  and  Aaker  et  al.'s  research  results  about  firm 
stereotyping: 'for-profits' as high in competence vs. 'non-profits' as high in warmth. We 
used  an  experimental  approach  to  investigate  ways  to  attain  the  'golden  quadrant  of 
consumer perceptions' (high warmth and high competence) that would jointly drive sales 
and brand advocacy in social networking sites. Offering a ready-to-use hint for companies, 
our  results  suggest  people's  proneness  to  support  new  market-comers  and  start-ups 
combining for-profit with social entrepreneurship. The effects of corporate communications 
on online user's perceptions are discussed. 
Keywords: perceptions  of  warmth and competence, corporate communications, social media branding 
JEL Classification:  D03; D12; M13; M31; Z13;  
1. INTRODUCTION 
Our research emerged from the need to integrate social networking in the daily 
brand  management  operations,  in  accordance  with  company  mission  and  its 
performance goals. 
Given the power of peer-to-peer influence in social networking sites, routed 
in the assumption that friends impact the behaviors of one another (Steinfield et 
al.,2009; Wang and Cuddy, 2008), social networking sites are of particular interest 
for branding practitioners since individuals can engage in both direct and indirect 
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marketing  behaviors  toward  companies  and  their  products  (Bloomberg,  2010; 
Universal McCann, 2014).  
Thus, we considered the communication and the interactions that might occur 
online, between companies and potential consumers, seen as Facebook users, since 
Facebook is the main social networking site with worldwide usage that plays an 
important role in disseminating information, attitudes and behaviors toward brands 
through digital signaling functions and automated recommendation systems. 
Central to our interest was to study behaviors towards brands that would be 
driven by people's perception on two dimensions, namely warmth and competence, 
given their importance revealed by the recent studies of Fiske et al. (2002, 2007, 
2012, 2013) and  Aaker et al. (2010) results about firm stereotyping: 'for-profits' as 
high in competence vs. 'non-profits' as high in warmth. 
We tested the effects of warmth and competence judgments in the relation 
between the corporate brand and Facebook users (seen as potential consumers), and 
we placed our research on the launching phase, for studying the beginnings of brand 
image formation as the unique place from consumer mind build on the perceptions 
projected by the company's behavior and actions, the unique meaning that consumers 
derive  from  all  activities  engaged  by  the  company  (Park,  Jaworski,  and 
MacInnis,1986), including the online communications and interactions. 
We used an experimental approach to study people's proneness of buying and 
voluntarily  supporting  a  nascent  brand  by  typical  online  actions  such  as  
recommendations and word of mouth, as an effect of the perceived levels of warmth 
and competence exhibited at launch, and we investigated the online launching to 
Romanian  market  of  a  foreign  company  combining  for-profit  with  social 
entrepreneurship. 
Since Facebook empowers people to spread opinions, and word of mouth 
proved to be a powerful influential tool for impacting awareness, expectations, 
perceptions, attitudes, intentions and behaviors (Buttle, 1998) that acts for or against 
brands (Lam & Mizerski, 2005), we were interested to find out if and how social 
networking sites should be used for launching such brands combining for-profit with 
social entrepreneurship, given their embodied warmth and competence potential. 
Also, we sought to find out out how first perceptions would lead online users to 
support a previously unknown company. PERCEPTIONS OF WARMTH & COMPETENCE IN ONLINE NETWORKING: AN EXPERIMENTAL ANALYSIS… 
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2. LITERATURE REVIEW 
2.1.   Dimensions of warmth and competence  
Social cognition theory states that warmth and competence stereotypes are the 
two central dimensions of human cognition (Fiske et al., 2002, 2007), their well-
known universality (Cuddy, Fiske and Glick, 2007, 2008, 2009) indicating them as 
a meta-theoretical basis for the interdisciplinary research. 
Previous research have shown that people judge each other on these two 
primary dimensions, the human behavior being driven by warmth and competence 
signals coming from the others (Judd et al., 2005).  
Results  from  different  studies  revealed  that  warmth  and  competence 
stereotypes arise in all social contexts: instant evaluations of an individual person 
(Ybarra, Chan, 2001);  liked  vs. disliked groups (Cuddy, Fiske, and Glick, 2008); 
romantic partner selection (Sinclair and Fehr, 2005); decisions on staff employment 
(Casciaro and Lobo, 2008); leadership and management skills (Chemers, 2001). 
Thus, central for human cognition, warmth and competence stereotypes are 
known to be the main source of bias and discrimination towards others: persons, 
groups, cultures (Fiske et al., 2002; Cuddy et al., 2007, 2008, 2009; Durante, Volpato 
and Fiske, 2009), organizations (Aaker, Vohs, and Mogilner, 2010) and brands 
(Kervyn, Fiske, and Malone, 2012; Malone and Fiske, 2013).  
Competence and warmth dimensions, as they are currently used, trace their 
roots in the original notions of agency and communion introduced in psychology 
theory  by  Bakan  (1956)  to  describe the  two fundamentals  of  beings:  agency  – 
essential for individual survival, and communion – crucial for the integration and 
belonging to a higher body (collective structure).  
Beyond the language differences and ethnic specificity of terms, it is known 
that regardless of culture, competence dimension refers to the effective capacity to 
achieve results (Cuddy et al., 2007, 2008, 2009) and reflects traits related to self-
profitable ability, such as agency, intelligence and skill, while warmth dimension 
comprise traits related to other-profitable intent, such as communion, friendliness, 
morality, trustworthiness (Peeters, 2001) and good intentions towards others (Fiske 
et al, 2002, 2007; Abele, 2003; Abele and Wojciszke, 2007).  
As  Fiske  et  al  (2002,  2007)  concluded  in  their  work,  warmth  is  about 
intentions: good or bad, while competence is about the ability to enact those the 
intentions.  Andreia Gabriela ANDREI, Adriana ZAIŢ  14 
Warmth  stereotype  (evaluation  of  good  or  bad  intentions)  is  of  prime 
importance in social interaction, since it indicates a cooperative entity versus a 
competitor (a friend or a foe). Competence stereotype is closely related to the first, 
because intentions of others matter less, if they are not able to carry them out (Fiske 
et al, 2007). 
Thus, perceptions of people are better predicted by warmth perceptions than 
competence ones (Fiske, 2002; Wojciszke, 2005; Wojciszke & Abele, 2008), and all 
active behaviors (all kinds of active facilitation or active prejudice) are driven by 
warmth, while competence generates only passive behaviors (Cuddy et al, 2007, 
2008, 2009). 
2.2.   Warmth and competence stereotypes in the consumer – company 
relationship 
Warmth and competence stereotypes are rooted in the evolutionary pressures 
(Fiske et al, 2007).  
Although,  at  least  apparently,  the  two  stereotypes  originating  from 
evolutionary pressures should be irrelevant to the consumer – company relationship, 
recent research (Aaker et al., 2010, 2012; Kervyn et al., 2012) points out the opposite.  
Aaker, Vohs, and Mogilner (2010) study was the first one stating that people 
perceive companies by the same two fundamental dimensions of social judgment: 
warmth and competence.  
However,  their  result  indicates  a  departure  from  the  findings  regarding 
warmth and competence perceptions of humans.  
While perceptions of people (Wojciszke, 2005;Fiske, 2002; Wojciszke & 
Abele, 2008) and active behaviors – such as active facilitation and active prejudice - 
are better predicted by warmth (Fiske et al, 2007, Cuddy et al, 2007, 2008), in 
Aaker's study of companies, willingness to buy (seen by marketing and  economic 
theories as an active behavior) – appears to be better predicted by the perceived 
competence. That is, the authors showed that “consumers perceive nonprofits as 
being warmer than for-profits but as less competent. Further, consumers are less 
willing to buy a product made by a nonprofit than a for-profit because of their 
perception that the firm lacks competence”( Aaker et al, 2010, p. 277). However, the 
same  study  revealed  that  competence  boosting  by  endorsement  from  a  highly 
credible source was possible, generating high levels of both warmth and competence PERCEPTIONS OF WARMTH & COMPETENCE IN ONLINE NETWORKING: AN EXPERIMENTAL ANALYSIS… 
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perceptions, the feel of admiration for the nonprofit company and an increased 
willingness to buy its product. 
To conclude, Aaker et al. (2010) pointed out along three experiments, that 
consumers are more willing to buy products made by a for-profit than a nonprofit, 
but willingness to buy from one company or another is driven by competence-related 
perceptions, not by organizational frame. Although willingness to buy is driven by 
perceptions of competence, admiration and increased desire to buy are directed to 
those organizations that are perceived both warm and competent. 
Moreover, in their BIAF model (Brands as Intentional Agents Framework - 
dimensions, clusters and emotions),  Kervin et al. (2012) clearly indicate that active 
facilitation and uniform positive emotions are directed solely to the brands both 
warm and competent, while combinations of high perceptions on one dimension with 
low perceptions on the other induce only volatile behaviors and no admiration - but 
some other specific emotions, such us envy, generated by the combination of  high 
competence with lack of warmth.  
Works of  Kervin et al. (2012) and Malone & Fiske (2013) show that popular 
brands are seen as both warm and competent, high levels of perceptions on both 
dimensions being required for obtaining consumer's admiration and loyalty.  
Indeed,  it  is  well  known  from  marketing  and  management  literature  that 
willingness to buy is mandatory but not sufficient from the branding standpoint. At 
higher  levels,  branding  seeks  to  consumer's  loyalty,  admiration,  engagement, 
attachment, sense of belonging and supportive behavior (Aaker & Joachimsthaler, 
2000; de Chernatony, 1999, 2001, 2009; Keller 2003, 2012; Hatch & Schultz, 2003; 
Blumental & Bergstrom, 2003; Urde, 2004; Aaker, 2004; Roberts, 2004, 2006; 
Anderson, 2008; MacInnis et al., 2009; Park et al. 2010). 
2.3.   Warmth and competence in social networking 
We are interested to study how warmth and competence stereotypes  would 
affect the consumer – company relationship in the context of social networking (i.e. 
Facebook), because of the deep social nature of the analytical framework on one hand, 
and because of the growth of social networking phenomenon on the other hand. 
The exponential growth of social networking phenomenon - that signals the 
urge for overcoming the lack of attendance and the weaknesses that companies 
manifests in the online  social  environments  -  is  known  from  both  surveys  and Andreia Gabriela ANDREI, Adriana ZAIŢ  16 
statistics (Universal McCann, 2012, 2014) and social media literature (Loebman, 
2010; Kaplan 2009; Hanjun et al, 2005; Steinfield et al. 2009, Ellison et al., 2007; 
Lampe et al, 2006).  
The literature indicates that corporate reputation in the digital world is viewed 
as a growing challenge for many businesses (Universal McCann McCann, 2012, 
2014), since social media empowers people to promote brands and to influence 
others, contributing to the brand creation (Qualmann, 2009; Dann, 2009; Bloomberg, 
2010), while weaknesses that companies manifests in the online environments are 
not limited to marketing and communication, needing changes that cover the entire 
business approach (Anderson, 2008; Bloomberg, 2010). 
Thus, there are plenty of evidence for the importance of studying online 
interactions between consumers and companies in all kind of the aspects relating 
with brand nurturing  process, corporate image and users perceptions (including 
warmth and competence ones). 
In social networking sites, the interactions between consumers and companies 
have a deep humane nature (Universal McCann, 2012, 2014), and that enables us to 
give an increased interest to the findings made by Fiske et al. (2007) and Cuddy et 
al. (2008, 2009) regarding the types of discrimination / bias arising from warmth and 
competence perceptions in social interaction.  
We consider thus justified to question if can be extended to companies the 
typical bias of helping the warm ones and neglecting those competent, specific to the 
social interaction and known from the BIAS map developed by Fiske et al. (2007). 
Also, to study behaviors that online users would tend to adopt towards companies 
based on their perceived levels of warmth and competence. 
Since previous studies of both Fiske and Aaker found that ambivalent judgment 
prevails (Fiske et al., 2002, 2007, 2012,2013), and organizations are seen as either 
warm  either competent, not both, (Aaker et al, 2010) our research aims to find out 
how would be appropriate to act for inducing consumers' perceptions of high warmth 
and high competence regarding a new company first encountered online,  in the 
specific context of online networking (i.e. Facebook). Moreover, we were interested 
to find out if and how social networking sites should be used for launching a particular 
type of brands that combines for-profit with social entrepreneurship. Also, we sought 
to find out out how first perceptions would lead online users to spread word of mouth 
and recommendations in favor of a previously unknown company. PERCEPTIONS OF WARMTH & COMPETENCE IN ONLINE NETWORKING: AN EXPERIMENTAL ANALYSIS… 
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3. METHOD 
We developed a study to investigate  the effects of a launch communication 
delivered to the potential consumers online, through Facebook. 
Central to our interest was to study the occurrence of warmth and competence 
judgments and the behavioral tendencies of online users, as an effect of the launch 
communication carried out by a new-market comer company combining for-profit 
with social entrepreneurship. 
We used an experimental approach and message-based stimuli to find out the 
first warmth and competence judgments fostered by the launch communication of 
such a for-profit social entrepreneur, and the connections between these perceptions 
and people's proneness to buy from the company and to voluntarily promote it by 
word of mouth. 
3.1.   Pretests and scales 
To perform the experiment we developed a series of Facebook posts intended 
to be used as message-based stimuli that would foster high levels of perceptions 
either on the warmth, either on the competence dimension. We pretested them until 
we found a significant pair of message-based stimuli: a warmth oriented one and a 
competence other. 
The two stimuli - messages were applied in Romanian language, and they 
were developed according with theory stating that, regardless of culture, competence 
refers to the effective capacity to achieve results  and self-profitable ability (Cuddy 
et al., 2007, 2008), while warmth suggests good, other-profitable intentions (Abele, 
2003; Abele and Wojciszke, 2007; Cuddy et al., 2007, 2008; Fiske et al, 2002). 
Thus, the competence oriented message reminded about achieved results and 
self-profitable ability, presenting the newcomer's recent growth and success in the 
foreign markets, while the warmth oriented message emphasized other-profitable 
intents of the company, such as: social entrepreneurship, support of the local small 
producers, consumer health. 
Stimuli – messages were pretested with Romanian students (N = 30, 50% 
female, ages 20-30) who rated their warmth and competence perceptions from 1 (not 
at all) to 7 (very much). 
The warmth message was significant for perceived warmth (M.mw = 4.85, SD 
= .84 vs.  M.mc = 3.70, SD = .95; t(28) = 3.475, p = .002) . Andreia Gabriela ANDREI, Adriana ZAIŢ  18 
The competence message was significant for perceived competence (M.mw = 
4.16, SD = .90 vs.  M.mc = 5.16, SD = .51; t(28) = 3.706,  p = .001). 
To measure perceptions on the warmth and competence dimensions, we used 
4 items for perceived warmth (honest; warm; kind; generous; ά = .886) and 4 items 
for perceived competence (capable, competent; effective; efficient; ά = .797). 
In fact, we adapted Aaker et al. (2010) scales used on U.S.A. samples (warmth 
measured with 3 items: warm, kind, generous, respectively competence measured 
with 3 items: competent, effective, efficient) by adding a 4th  item into each of 
dimensions (honest, respectively capable) from Cuddy et al. scales (2007, 2008) in 
order to comply with Romanian language specifics revealed from our study and 
European specifics resulted from previous research made by Abele (2003); Abele 
and Wojciszke (2007); Abele et al. (2008); Wojciszke and Abele (2008); Wojciszke, 
Abele, and Baryla (2009); Wojciszke (2005); Wojciszke et al.(1997, 1998) with 
European participants. 
To measure willingness to buy we used Aaker et al.'s (2010) scale comprising 
3 items (impressions about product, interest to buy, likelihood to purchase). This 
scale was Romanian language adapted and used with a reliability score  ά = .847. 
WOM propensity was measured as the willingness to produce or spread  the 
word of mouth through the usual WOM mechanisms available in online networking 
sites.  We followed Word of Mouth Marketing Association’s  definition of WOM 
(“an act by consumers providing information to other consumers”) and the opinion 
of  Salzman,  Matathia,  and  O’Reilly  (2003)  about  the  “transfer  of  information 
through social networks” and spontaneous WOM occurrence "without so much as a 
raised finger on the part of a marketing specialist or any other person" (Salzman et 
al., 2003). 
Our WOM propensity construct (4 items: Recommend, Share, Like, Negative 
comments; ά = .702) used WOM valence dimensions of e-WOM scale developed by 
Goyette et al. (2010). WOM propensity was calculated as a mean of ratings from 1 
to  7  for  Recommend,  Share,  Like,  and  reversed  scores  for  Negative  Comments 
(ratings were scale reverted from the scale 1= not at all  to 7= to a very large extent  
into  7  to  1  scale).  We  summed  up  constructive  WOM  (positive  valence)  and  
damaging WOM (negative valence) into the same construct (Andrei, 2012) to fit our 
situation of analyzing before-buying moment, when online users would share their 
personal opinions without product trial, and WOM propensity would be fueled by PERCEPTIONS OF WARMTH & COMPETENCE IN ONLINE NETWORKING: AN EXPERIMENTAL ANALYSIS… 
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perceptions towards company instead of real consumption experience, which is 
merely  about  advice  giving  that  relates  with  a  positive  or  a  negative  personal 
impression. 
3.2.   Experimental setup and data collection 
A two-level single factor experiment was conducted with 50 participants (N = 
50; 60% female; ages 20-30, M = 24; Romanian students),  resulted by removing 2 
from 52 participants after funneled debriefing.  
Participants were invited to take part in a launch study for a foreign company 
coming  to  the  local  market.  After  exposing  them  to  the  information  about  the 
company, participants were asked to fulfill a 22 traits questionnaire (15 items for the 
dependent variables and 7 filler traits). We stated that their answers will be used to 
adjust the website features and offer. Aforementioned statement and the filler traits 
were introduced for moving participants' attention away from the truly purpose of 
the  study,  in  order  to  capture  their  spontaneous  perceptions  and    behavioral 
tendencies. 
Participants got the information about the new company and its offer through 3 
boards introduced one-by-one and displayed as 2 messages posted by company on its 
Facebook page, plus a 3rd  board with references to the product's attribute information 
displayed on the website (i.e. product assortments and prices). All participants got the 
information about the company and its offer through the same three boards, but those 
displaying Facebook posts were offered in reversed order between groups, generating 
2 opposite alternations of  messages (warmth followed by competence vs. reversed) that 
represented the two levels of the experimental factor. 
Thus, participants were exposed to the message-based stimuli introduced in 
reversed alternations between groups, and they were randomly assigned to one of 
our two  experimental conditions. 
Experiment tested for differences resulted between groups in effects regarding 
perceptions (warmth and competence) and behavioral tendencies (willingness to buy 
and WOM propensity) towards company.  
The differences in effects were measured between groups with  the 22 traits 
questionnaire applied to measure dependent variables: perceived warmth; perceived 
competence; WOM propensity; willingness to buy, and to introduce the filler traits for 
dissimulation purposes. We had 15 items for dependent variables according with each Andreia Gabriela ANDREI, Adriana ZAIŢ  20 
scale shortly described above and detailed in the appendix Twenty questions were 
applied in the end, and two questions were applied between the 1st and the 2nd board, 
in order to get participant's initial impressions on the the honest item from warmth 
dimension and capable item from competence dimension. 
4. RESULTS  
T-test  was  computed  to  compare  perceptions  and  behavioral  tendencies 
between our two experimental groups.  
Significant differences in initial ratings were found between groups (honest item 
from warmth dimension: M.group1 = 4.80, SD = .81 vs. M.group2 = 3.68, SD =.80, 
t(48) = 4.893, p<.001; and capable item from competence dimension: M.group1 = 
4.20, SD = .91 vs. M.group2 = 5.48, SD = .77, t(48) = 5.358, p < .001). 
In  the  end  of  experiment,  after  participants'  ratings  were  based  on  all 
information, we found again a significant difference in dependent variable perceived 
warmth between our two conditions: M.group1 = 4.57, SD = .64 vs. M.group2 = 
3.61, SD = .85, t(48) =  4.494, p < .001, but no significant differences were found 
this time for the dependent variable perceived competence (p >.05). 
Thus, in the end of experiment, only warmth perceptions remained significant 
between groups, while competence not. 
We found also significant differences between groups on dependent variable  
WOM propensity:  M.group1 = 4.89, SD = .60 vs. M.group2 = 4.22, SD = .81, t(48) = 
3.312, p = .002. No significant differences were found on willingness to buy (p > .05). 
Our result revealed that applying one or the other alternation of the stimuli - 
messages produced no significant differences on  perceived competence (4.88 vs. 
5.24, t(48) = 1.876, p > .05) or willingness to buy (4.93 vs. 4.76, t(48)= .737, p >.05) 
and both of them were ranked above average in each of the groups. Thus, good levels 
of  perceived  competence  and  willingness  to  buy  resulted  in  both  groups  from 
messages content, with no influence coming from their alternation. 
But the opposite alternations of the stimuli significantly influenced the levels 
of    both  perceived  warmth  and  WOM  propensity  between  groups.  Dependent 
variables perceived warmth and WOM propensity were rated higher in the first 
experimental group, exposed to the warmth-competence alternation. 
We can conclude that significantly better overall perceptions and behavioral 
intentions have been obtained in the first experimental group, when company was PERCEPTIONS OF WARMTH & COMPETENCE IN ONLINE NETWORKING: AN EXPERIMENTAL ANALYSIS… 
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introduced to participants as a social entrepreneur who successfully expanded its 
market  in  the  recent  years.  The  communication  flow,  driven  from  social 
entrepreneurship and intentions, to company's ability of being successful, induced 
higher warmth perceptions that those induced by the opposite flow, while similar 
levels of competence perceptions were induced regardless of the information flow. 
Participants of the second group reported high levels of perceptions on a single 
dimension  -  company's  competence  -  and  high  ranks  for  only  one  behavioral 
intention - the willingness to buy. 
The  golden  quadrant  of  consumer  perceptions  (high  warmth  and  high 
competence) has been reached only in the first experimental group, and both WOM 
propensity and willingness to buy were highly ranked by the participants of the first 
group. 
Overall, our results suggests that online users tend to promote by WOM those 
companies they perceive both competent and warm, being clearly that perceptions 
of competence are not enough to make people to talk and spread recommendations. 
Significant different effects resulted between our groups on the dependent 
variables perceived warmth and WOM propensity indicates that the tendency of 
online  users  to  spread  the  word  about  a  company  is  strongly  related  to  their 
impressions about company's intentions. 
Further studies are needed to find out if online users tendency to promote a 
company by WOM is driven solely by warmth perceptions, or only the combination 
of both warmth and competence-related perceptions makes people talk. 
However,  our  result  points  out  that  social  networking  sites  should  be 
considered as first options for launching brands combining for-profit with social 
entrepreneurship, given their embodied potential of attaining high levels of consumer 
perceptions  on  both  warmth  and  competence  dimensions,  but  information  flow 
should be driven from intentions to abilities in order to reach the golden quadrant of 
consumer perceptions. 
5. CONCLUSIONS 
5.1.   Findings and further research 
Our results shows that new market-comers and start-ups should exhibit both 
competence  and  warmth  in  order  to  attain  high  levels  of  perceptions  on  both Andreia Gabriela ANDREI, Adriana ZAIŢ  22 
dimensions and active support from online users, including recommendations and 
positive word of mouth.  
While competence-related perceptions of a company drives willingness to buy 
(Aaker, 2010),  our result indicates that word of mouth propensity is better predicted 
by perceptions of warmth than those of competence. 
We found that the amount and the valence (positive vs. negative) of  WOM 
that a company can get from social networking is directly related with the level of 
warmth it emanates, because online users tend to spread word of mouth about those 
companies they perceive to be both competent and warm.  
Although our results clearly show that perceptions of competence are not 
enough to make people to talk about a newly-launched company, further studies are 
needed to find out if online users' tendency to promote brands by WOM is driven 
solely by warmth perceptions, or high levels of perceptions for the combination - 
good intentions and ability to enact them - is needed to be attained. 
Certainly, since WOM represents the most valuable resource of awareness and 
credibility  in  the  brand  nurturing  process  (Qualmann,  2009;  Bloomberg,  2010; 
Universal  McCann,  2012,  2014),  our  study  indicates  that  social  networks  (i.e. 
Facebook)  would  be  appropriate  environments  to  launch  a  new  company  that 
combines for-profit with social entrepreneurship. 
As our results indicate, launch communication should be driven to firstly 
inform about the social entrepreneurship aspects – such as company concern for 
consumer's  health,  community,  local  partners  -  issues  belonging  to  the  warmth 
dimension.  This  means  that  a  company  combining  for-profit  with  social 
entrepreneurship should address warmth before competence, in order to reach the 
golden quadrant of consumer perceptions, and WOM support of online users. 
Although this represents in fact a natural communication flow that would 
firstly provide information that allow online users to understand company's purpose, 
enabling them to anticipate what their relationship with company will be, we must 
notice that our result complies rather with social psychology theories about relations 
between humans (Wojciszke et al. 1998; Abele and Wojciszke, 2007, 2008, 2009; 
Cuddy et al., 2007, 2008, 2009), than with management and marketing ones. 
Further studies are needed to find out if our result represents a departure, or 
just an exception from the general rule of management practice and marketing 
theories (Ries  and Trout, 1981; Devine & Halpern , 2001; Kotler and Keller, 2006; PERCEPTIONS OF WARMTH & COMPETENCE IN ONLINE NETWORKING: AN EXPERIMENTAL ANALYSIS… 
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Grandey et al., 2005) - including Aaker et al. (2010) – that provide clues suggesting 
that for-profits should grant priority to establish competence before warmth, since 
competence relates with respect and it represents the main driver of the willingness 
to buy, indicating the quality of company's offer. 
5.2. Contributions  
Our study provides valuable insights for managers regarding brand nurturing 
process on social networking sites, especially useful for social entrepreneurs, start-
ups and new-market comers targeting diverse, international markets. 
Results indicate social networking sites as highly appropriate environments to 
launch  a  brand  that  combines  for-profit  with  social  entrepreneurship.  Good 
intentions embodied by social entrepreneurship combined with for-profits ability of 
caring  them  out  proved  to  be  a  solid  foundation  that  allows  a  newly-launched 
company to attain the golden quadrant of consumer perceptions (high warmth and 
high competence) which would jointly drive consumer purchase intentions and brand 
advocacy in social networking sites. 
We found that word of mouth propensity is better predicted by perceptions of 
warmth than those of competence, which adds empirical evidences and insights that 
better shape the current knowledge of warmth and competence theory concerning 
brands and organizations (Aaker et al., 2010, 2012; Kervyn, et al, 2012; Bennett and 
Hill, 2012; Fournier and Alvarez, 2012; MacInnis, 2012; Keller, 2012, Malone and 
Fiske, 2013).  
Nevertheless, suggesting explanations for people’s engagement in supporting a 
newly-launched company based on its perceived warmth, our results contribute to a 
better understanding of the consumer perspective – seen as a social networking user. 
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APPENDIX 
Table 1 Willingness to buy scale 
Willingness to 
buy* 
Items**  Rating scales 
Impressions about 
product 
What are your impressions about 
the company's products? 
1 to 7 Likert scale 
(1 = very bad; 7 = very good) 
Interest in buying  How interested are you in buying 
from this company? 
1 to 7 Likert scale 
(1 = not at all; 7 = very much) Andreia Gabriela ANDREI, Adriana ZAIŢ  28 
Willingness to 
buy* 
Items**  Rating scales 
Likelihood of 
purchasing 
How likely are you to order from this 
company? 
1 to 7 Likert scale 
(1 = not at all; 7 = very much) 
* Willingness to buy scale: Reliability Statistics Cronbach's Alpha  ά = .847 
** English translation of the adapted items for Romanian. Study was applied in Romanian. 
Table 2 WOM propensity scale 
WOM 
propensity* 
Items**  Rating scales 
Reccomend 
 
To what extent do you believe that 
people would recommend  the company 
to their online networking peers? 
1 to 7 Likert scale 
(1 = not at all; 7 = to a very 
large extent) 
Share 
 
To  what  extend  do  you  believe  that 
people would SHARE the events and/or 
offers posted online by this company? 
1 to 7 Likert scale 
(1 = not at all; 7 = to a very 
large extent) 
Like 
 
To what extent do you believe that this 
company would receive 'LIKE' from 
online users? 
1 to 7 Likert scale 
(1 = not at all; 7 = to a very 
large extent) 
Negative 
Comments 
 
To what extent do you believe that the 
company launch would receive negative 
comments from Internet users? 
1 to 7 Likert scale (1 = not at 
all; 7 = to a very large extent) 
Ratings were scale reverted 
into 7 to 1. 
* WOM  propensity scale: Reliability Statistics Cronbach's Alpha  ά = .702. 
** English translation of the adapted items for Romanian. Study was applied in Romanian. 
Table 3 Perceived warmth scale 
Perceived 
warmth* 
Items**  Rating scales 
Honest 
 
To  what  extent  do  you  believe  in  the 
honesty of company and its offer? 
1 to 7 Likert scale 
(1 = not at all; 7 = to a very 
large extent) PERCEPTIONS OF WARMTH & COMPETENCE IN ONLINE NETWORKING: AN EXPERIMENTAL ANALYSIS… 
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Perceived 
warmth* 
Items**  Rating scales 
Kind 
 
To what extent do you believe that this 
company is having a kind attitude? 
1 to 7 Likert scale 
(1 = not at all; 7 = to a very 
large extent) 
Warm 
 
To what extent do you believe that this 
company is warm? 
1 to 7 Likert scale 
(1 = not at all; 7 = to a very 
large extent) 
Generous 
 
To what extent do you believe that this 
company is generous through its offer? 
1 to 7 Likert scale 
(1 = not at all; 7 = to a very 
large extent) 
* Perceived warmth scale: Reliability Statistics Cronbach's Alpha  ά = .886 
** English translation of the adapted items for Romanian culture. Study was applied in Romanian. 
 
Table 4: Perceived competence scale 
Perceived 
competence* 
Items**  Rating scales 
Capable  Do you believe that this company would be 
capable to succeed? 
1 to 7 Likert scale 
(1 = not at all; 7 = very much) 
Competent 
 
To what extent do you believe that this 
company is having a high level of 
competence in its product field? 
1 to 7 Likert scale 
(1 = not at all; 7 = to a very 
large extent) 
Effective 
 
Do you believe that this company would be 
effective enough to enter the market?  
1 to 7 Likert scale 
(1 = not at all; 7 = very much) 
Efficient 
 
To what extent do you believe that this 
company is efficient? 
1 to 7 Likert scale (1 = not at 
all; 7 = to a very large extent) 
* Perceived competence scale: Reliability Statistics Cronbach's Alpha ά = .797 
** English translation of the adapted items for Romanian culture. Study was applied in Romanian. 
 
 